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Abstract 
For 12 months, nonresidents were intercepted at gas stations, rest areas, and airports and completed a 
questionnaire about the activities they participated in while visiting Montana.  Results were compared 
to activities promoted by CVBs and travel regions in Montana. Visitor’s primary and favorite activity 
were highlighted by quarter. Results showed that while scenic driving was a top activity in all four 
quarters (mass tourism type activity), more niche-type activities became their favorite: 
skiing/snowboarding, day hiking, car/RV camping, watching wildlife, fly fishing, hunting, river 
rafting/floating, snowmobiling, and visiting breweries. Marketing and policy suggestions were provided.  
 
Executive Summary 
An activity questionnaire was inserted into ITRR’s nonresident mail-back survey envelope for one year 
asking visitors about all their activities during their trip. Both primary and favorite activity was asked due 
to a pretest that showed the two responses are not necessarily the same. For the four quarters, 3,267 
surveys were completed for a 21 percent response rate. Highlighted results include: 
• Activities promoted by Montana’s regions and CVBs fall in line with most nonresident activities.  
Promotional entities could use the favorite activity list for each quarter as a guide for marketing. 
• Removing the typical ‘mass’ tourism activities for each quarter (scenic driving, recreational 
shopping, attending a family event), niche activities emerged as a favorite and meaningful 
experience during travelers’ Montana trip for each quarter. Day hiking, watching wildlife, and 
nature photography were universal favorites for all four quarters. Additional niche activities per 
quarter were: 
o Q1: skiing/snowboarding, snowmobiling, visiting breweries, hunting  
o Q2: Car/RV camping, fly fishing, visiting historic sites, visiting breweries 
o Q3: Car/RV camping, fly fishing, motorcycle touring, visiting historic sites, 
rafting/floating 
o Q4: Hunting, car/RV camping, fly fishing, dining as a special activity 
The most common reason visitors gave for why they chose a particular activity as their primary and 
favorite activity was because it was the purpose of or reason for the trip. Variations, however, emerged. 
• Day hiking was mentioned as ‘the place the activity occurred’ for their reason it was a favorite in 
quarters 2, 3, and 4. 
• Wildlife watchers said it was their favorite activity because it was the most memorable.  
• Nature photographers were more likely to say it was a favorite activity because it was the only 
activity they did. 
• For Q2, when visitors chose “Visiting other historical sites” as a primary activity it was because it 
was the only time or place to experience that activity. 
 
Open ended responses to the question: “Why did you do your favorite activity in Montana as opposed 
to somewhere else” revealed comments like: “MT has abundant and variety of wildlife;” “MT has the 
best fly fishing;” “MT has hiking trail access;” “MT has Glacier and Yellowstone;” “MT has a diverse 
landscape.”  These place-based comments tie the unique characteristics of Montana with activities and 
provide a story for those marketing Montana. The favorite and primary activities in Montana are 
abundantly dependent on Montana’s land and water resources. This dependency points to the need for 
policy decisions on conservation and funding. Finally from a marketing perspective, if the memory of the 
visitor’s trip focuses on the favorite activity because it induced certain emotions in the visitor, these are 
the types of activities that would resonate with future visitors in a promotional venue. 
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Introduction 
People travel to Montana for a variety of purposes and engage in an assortment of activities while 
visiting the state.  ITRR has been able to take the current nonresident data and analyze the visitor by 
purpose of trip and further characterize both their travel behaviors and spending based on purpose of 
trip and primary attraction to the state.  The missing piece of our current nonresident vacationer data is 
the inability to hone in on the activity that ‘drove’ the visitor to Montana. In other words, is there a 
primary activity that was the main reason the visitor came to Montana? Is this the same as their favorite 
activity?  This report will highlight the top activities and the primary and favorite activities of 
nonresident visitors by quarter.  Spending by activity will be provided in a subsequent report.  
Purpose 
The purpose of this study was to determine the top activity ‘drivers’ for Montana visitors and the 
spending associated with those activities. Spending by activity will be a subsequent report.   
 
Objectives for this report: 
• To determine the top 5 activities promoted by Montana’s travel regions and CVBs, for each 
quarter.  
• To determine the top activities engaged in by nonresidents in the state for each quarter.  
• To assess the reasons why visitors chose to do those top activities in Montana. 
• To compare the promoted activities to the actual activities engaged in by nonresident 
vacationers by season or quarter.  
Methods 
This study was conducted with a variety of pre-tests to assure the final survey instrument would be able 
to accurately assess both the primary activity and the favorite activity of the visitor.   
 
First, we contacted all the travel regions and CVBs in Montana and asked them to tell us the top five 
activities they promote in each of the four seasons.  This was to assess the types of activities that are 
being encouraged by the promotional entities so that the list of activities in the survey would be 
comprehensive.  
 
Second, a pilot study was conducted via ITRR’s online panel members to test and refine the survey 
instrument. Adjustments to the final survey were made based on pilot test results. During the pilot test 
it became clear that the primary activity was not always the favorite activity.  Therefore the final survey 
instrument was designed to assess both the primary and favorite activities since one of those activities 
may more likely be the ‘driver’ behind their visit.    
 
Third, the final survey questions were inserted into the nonresident mail-back survey envelope which 
asked visitors to answer the questions based on their current trip in Montana.  Visitors were intercepted 
at gas stations, rest areas, and airports, areas where anyone traveling in the state had a likelihood of 
being intercepted. Surveyors first asked nonresidents a number of questions up-front, then asked the 
visitor to take the mail-back survey, complete it at their convenience after the trip, and then mail it in 
the postage paid envelope. The study was conducted July 2016 through June 2017. 
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Survey design 
The final survey was designed based on the pilot test (Appendix A) questions. Through the pilot test, we 
were able to further understand the respondents’ thinking when they answered the questions related to 
their primary activity.  The reasons for the primary activity were expanded based on the respondents’ 
written in responses.   
 
In addition, we found that many people responded to the primary activity as their favorite activity, but 
not all people indicated that relationship.  This brought up the idea and eventual final survey questions 
which included both a primary activity and a favorite activity.  From a marketing perspective, if their 
memory of their Montana trip focuses on the favorite activity because it induced certain emotions in 
the visitor, these are the types of activities that would resonate with future visitors in a promotional 
venue.   
 
Finally, we were wondering if the activity visitors did in Montana was because it was Montana.  In other 
words, would that activity provide the same experience in other destinations?  An open-ended question 
asked why they did that activity in Montana.  Was it Montana that brought them here, or the activity 
that brought them here?    
 
The final survey used for this study can be found in Appendix B.  
Limitations 
This report is limited to the data received from respondents who returned the mail-back survey with the 
inserted questions related to activities.  While these responses were weighted to reflect the population 
of nonresident visitors, there is always the possibility that the choice of activities might differ if all 
respondents had returned the survey.     
Response rate 
Q1 response rate: There were 2,217 onsite interviews conducted. Ninety-seven percent of those 
interviewed accepted the mail back survey.  Of those, 502 were returned for a 19.9 percent response 
rate.  
 
Q2 response rate: There were 4,418 onsite interviews conducted. Ninety-six percent of those 
interviewed accepted the mail back survey.  Of those, 800 were returned for a 21.5 percent response 
rate.  
 
Q3 response rate:  There were 6,112 onsite interviews conducted.  Ninety-six percent of those 
interviewed took the mail back survey with them.  Of those, 1,376 returned the survey for a mail back 
response rate of 23.4 percent. 
 
Q4 response rate: There were 2,830 onsite interviews conducted. Ninety-five percent of those 
interviewed accepted the mail back survey.  Of those, 589 were returned for a 21.8 percent response 
rate.  
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Results 
The first objective was to determine the top activities promoted by the regions and CVBs.  Thirteen CVBs 
and four regions responded to our request. The regions and CVBs identified their top 10 activities but 
included events and places they promote as well.  Table 1 represents the activity responses.   
 
Table 1:  Activities promoted by CVBs and Region’s by season 
 
The number to the left of each activity in Table 1 represents how many different CVBs and regions said 
they promoted that activity.  As shown, the top 5 activities for each season vary with the most 
  Winter   Spring   Summer    Fall 
11 Alpine Ski and Snowboard  11 Hiking 11 Hiking 9 Fishing 
8 Snowmobiling 7 Bicycling 10 Fishing/fly fishing 8 Hiking 
7 XC skiing 7 Fishing/fly fishing 7 Biking 6 Hunting 
6 Ice fishing/tournaments 6 Dining 5 Rafting/floating/boating 5 Museums/culture/galleries 
5 Snowshoeing 5 Shopping 4 Camping 4 Biking 
4 Shopping 5 Wildlife Watching 3 Festivals 4 Shopping 
3 Dining 3 Bird Watching 3 Wildlife Watching 3 Food/dining 
2 Art/culture/history exhibits 3 Scenic driving 2 Boating/boat tours 3 Breweries/distillery/spirits 
2 Brewery District 3 Snowmobiling 2 Shopping  3 Fall Colors 
2 Museums/galleries/theater 3 Museums/galleries 2 Zipline 3 Scenic driving 
2 Ski Joring 2 Events 2 Mountain Biking, 3 Mountain Biking 
2 Wildlife Watching 2 Breweries and Distillery 2  Dining/food 2 Driving Tours 
2 XC Skiing/Snowshoeing 2 Golfing 2 Breweries/spirits 2 Motorcycle  
1 Photography 2 Mountain Biking  2 Museums/Arts/Culture 2 Wildlife Watching 
1 Exploration Works 2 Horseback Riding 2 Ghost towns & History 1  Bison/Elk/Bighorn Sheep rut  
1 Tour Historic Sites 2 Wildlife Babies 2 Scenic driving 1 Dining 
1 Hikes 2 Arts/Culture 1 Horseback riding 1 Geocaching 
1 Hot springs 2 Skiing 1 Rafting 1 Non-motorized water sports 
1 Hunting 1 Capital 1 ATVing 1 Birding 
1 Hunting applications 1 Mountain biking 1 Motorcycling 1 Golfing 
1 Ice Skating 1  Photography 1 Geocaching 1  Photography 
1 Sledding 1 ATVing 1 Golf 1 Hot springs 
    1 General Sight Seeing 1 Hot Springs 1 ATVing 
    1 Geocaching 1 Hunting 1 shooting range 
    1 
Non-motorized water 
sports 1 Guest ranches    
    1 Snowshoeing 1 Last Chance Tour Train    
    1 Tour Historical Sites 1 Motor Sports Races     
    1 Whitewater rafting 1 Photography    
    1 Wildflower viewing  1 Rappelling    
    1 XC skiing 1 Resort activities    
    1 YNP tours 1 Rock Hounding    
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differentiation occurring with the winter season.  Some form of fishing was in the top 5 for each season. 
Hiking and bicycling occurred in the top 5 for spring, summer, and fall.   
 
Many respondents provided examples of events that they promote (Table 2).  Other than various types 
of sport events, this list shows the diversity of events throughout the state that regions and CVBs 
promote to encourage visitation.   
 
Table 2:  Examples of events promoted by CVBs and Regions 
Winter Spring Summer  Fall 
Pond hockey event Spartan Race Bicycling (RATPOD) Saco Fun Days 
Meeting and Conferences St. Patrick's Day Farmers Mkt/Gallery Night All events 
Great Northern Carousel Western Art Week County fairs  Canadians heading south 
Walleye Unlimited 
Banquets Brew Fests Wedding/Family Reunions Getaway for Canadians 
Sleigh Ride Dinners High School Rodeos Lone Peak Expedition Wine Tasting Auction 
Ducks Unlimited Banquets Horse Racing Montana State Fair Threshing Bee 
Christmas Stroll type 
events Arts Chinese Auction Pig races in Bear Creek Wagon Trains 
Billings Wolves Indoor 
Football 
Basketball Tournaments Pioneer Town Days & Dirty Shame Show 
Hunter/Landowner 
Appreciation Dinners 
Snoflinga festival   Walleye Cup Tournament   
Sporting tournaments   All Concerts/Events   
    
Wolf Point Wild Horse 
Stampede   
 
Many promotions by CVBs and regions were identifiable places rather than just the activity.  Table 3 
provides examples of specific places that are also tied to activities.  
 
Table 3:  Examples of places promoted by CVBs and Regions 
Winter Spring Summer  Fall 
YNP winter experience  ZooMontana Yellowstone Park Flathead lake 
GNP sightseeing   Philipsburg Glacier Park Glacier Park 
Fairmont Hot Springs  Indoor Waterpark Flathead lake State parks 
Philipsburg  Montana Hist. Society Butte Attractions Tizer Gardens 
YNP snow tours   Waterfalls Tizer Gardens Tour Historical Sites 
Boiling River   Yellowstone Wildlife Sanctuary Yellowstone Park 
GNP XC ski/snowshoe    Gates of the Mountains   
 
The previous tables tell the story of promotion as it relates to activities people could do while visiting 
Montana.  The next step was to look at the visitors themselves.  We now dive deep into the primary and 
favorite activity that visitors participated in while visiting Montana.   
 
A primary activity was usually the purpose of their trip or what they did the most while in Montana.  A 
favorite activity could have also been their primary, but more likely than not, it was the activity that was 
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the most enjoyable.  Many times it was because of the people they were with, the place, or simply the 
emotions and memory of the experience that made it their favorite activity.   
 
The volume of data and the multitude of ways to dissect the data highlighted that this topic could never 
quite be fully analyzed in one report.  To synthesize as best as possible the results of the visitor survey 
regarding their activities while in Montana, we provide the following for each quarter and the full year 
of data in this report:  
• Lists of primary and favorite activities;    
• Reasons for it being the primary and/or favorite activity; 
• Analysis of the primary and favorite activity reason by the type of activity;  
• Why the visitor participated in their favorite activity in Montana as opposed to somewhere else. 
 
Quarter 1 Results 
 
Visitor groups during quarter 1 averaged 3.6 activities while in Montana which is the lowest activity 
participation of the four quarters.  Fifty-nine percent of the visitors participated in one to three 
activities, while 39 percent participated in four to seven activities in Montana.  
 
Table 4 (first column) shows the activities participated in by all visitors in Quarter 1. The second column 
shows what visitors said was their primary activity.  Scenic driving, skiing/snowboarding, and 
recreational shopping were the top three primary activities (circled).  The third data column shows the 
favorite activity of the visitors.  The highlighted cells in the last column indicates more people said it was 
their favorite activity than said it was their primary activity.  For example, 51 people said scenic driving 
was their primary activity, but three more people (54) said it was their favorite activity.  Figure 1 
graphically displays the top primary and favorite activities.  This shows that scenic driving, day hiking, 
and wildlife watching were activities where more visitors said it was the favorite but not necessarily 
their primary activity.    
 
Figure 2 shows the responses of why an activity was chosen as their primary activity. For 50 percent of 
the visitors, the activity was their primary because it was the purpose or reason for their Montana trip.  
This was followed by 14 percent who said their primary activity was how they spent the majority of their 
time. The third highest reason was that it was the only activity they did.   
 
Figure 3 highlights why the visitor said it was a favorite activity.  This time, 37 percent said it was the 
purpose of their trip followed by 17 percent saying it was their favorite because of who they did the 
activity with in Montana.    
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Table 4: All activities participated in by Q1 respondents including their primary and favorite activity   
Q1 Activities (N=243) 
All activities # 
of respondents 
Primary activity 
# of respondents 
Favorite activity 
# of respondents 
Scenic driving 122 51 54 
Recreational Shopping 81 28 23 
Watching wildlife 59 3 11 
Ski/snowboarding 55 42 39 
Dining as a special activity 51 4 4 
Day hiking 43 4 12 
Nature photography 43 14 14 
Visit local breweries 40 4 7 
Attend family event 34 25 13 
Visit other historical sites 26 3 4 
Snowmobiling 21 5 8 
Visit hot Springs 19 2 1 
View art exhibits 18 0 0 
Visit museums 17 0 0 
Birding 15 0 0 
Attend/participate in a sporting event 14 7 4 
Snowshoeing 13 1 1 
Attend festivals/special events 13 2 1 
Car/RV camping 12 8 4 
Visit dinosaur attractions 11 0 0 
Cross country skiing 9 2 2 
Visit Lewis & Clark sites 8 0 0 
OHV/ATV 7 2 2 
Other fishing 7 4 0 
Visit Indian Reservations 7 0 0 
Visit farmers Market 6 0 0 
Visit local distillery 6 0 0 
Hunting 5 0 5 
Attend performing arts 5 0 0 
Rock climbing 4 0 0 
Rock hounding 4 0 0 
Motor boating 4 0 0 
Fly fishing 4 2 2 
Horseback riding 3 0 0 
Mountain biking 3 0 1 
Ice fishing 3 0 0 
Backpacking 2 0 0 
Bicycling 2 0 0 
Road/tour bicycling 2 1 1 
Geocaching 2 0 0 
Canoe/kayaking 2 1 0 
Attend wedding 2 1 1 
Golfing 1 1 1 
Motorcycle touring 1 0 0 
River raft/floating 1 0 0 
Visit ghost towns 1 0 0 
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Figure 1:  Q1 Top primary and favorite activity 
 
 
Figure 2: Q1 Reason for visitor’s primary activity choice 
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Figure 3:  Q1 Reason for visitor’s favorite activity choice 
 
Table 5 breaks out the quarter 1 top five primary activities by the reason indicated by respondents as to 
why it was their primary activity.  The top primary reason chosen for each activity was that it was the 
purpose of their trip.  Ninety percent of the ski/snowboarders said it was their primary and favorite 
activity followed by 86 percent of nature photography who said it was both primary and favorite.  
 
Table 5:  Q1 Primary activity and reasons 
Quarter 1  Scenic 
driving 
(N=51) 
Ski/Snow
boarding 
(N=42) 
Recreational 
shopping 
(N=28) 
Attend 
family event 
(N=25) 
Nature 
photography 
(N=14) 
Why primary activity 
Purpose of my trip 26% 74% 59% 66% 49% 
How I spent most time 25% 9% 18% 22% 20% 
Most frequent activity 21% 7% 0% 0% 3% 
Favorite activity 1% 7% 3% 6% 20% 
Only activity 24% 3% 13% 4% 7% 
Only time and place 0% 0% 8% 0% 0% 
1st time participating 3% 0% 0% 2% 0% 
            
% who said both primary & 
favorite 71% 90% 75% 28% 86% 
 
 
1%
2%
6%
7%
10%
10%
11%
17%
37%
0% 5% 10% 15% 20% 25% 30% 35% 40%
First time I had participated in that activity
Most frequent activity I did
Most memorable activity
How I spent most of my time
Feelings/emotions I had with activity
Only activity I did
It was the place where I did the activity
Who I did the activity with
It was the purpose of/reason for my trip
Q1: Visitor Reason for the Activity being their Favorite
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Similar to the response of primary activity, the favorite activity was also most likely to be the purpose of 
their trip to Montana (Table 6).  However, one quarter of the nature photographers said the reason it 
was their favorite activity was because it was the place they were in and they were also most likely 
(55%) to have hired a guide for their activity.   
 
Table 6: Q1 Favorite activity reasons and characteristics 
Quarter 1 Why favorite activity 
Scenic 
driving 
(N=54) 
Ski/snowboarding 
(N=39) 
Recreational 
shopping 
(N=23) 
Nature 
Photography 
(N=14) 
First time participating 0% 0% 0% 0% 
It's who I did activity with 12% 19% 0% 4% 
It was the place 6% 12% 0% 24% 
Feelings/emotions of activity 18% 4% 0% 5% 
Most memorable activity 7% 3% 7% 1% 
Purpose/reason for trip 30% 54% 57% 58% 
How I spent most time 8% 4% 25% 0% 
Most frequent activity 1% 1% 0% 0% 
Only activity 18% 2% 12% 7% 
          
Hired outfitter for activity? 1% 1% 0% 55% 
Seasons willing to return         
Winter 47% 96% 53% 83% 
Spring 52% 12% 63% 83% 
Summer 79% 11% 81% 20% 
Fall 63% 1% 51% 88% 
 
 
Finally, we asked the visitors to tell us why they did their favorite activity in Montana as opposed to 
somewhere else.  Table 7 displays the coded categories of their open ended responses by favorite 
activity.  Sometimes the response was a place such as in the ski/snowboard favorite activity where Big 
Sky, Whitefish and Bridger Bowl were specifically mentioned.  Other times it was the uncrowded ski 
slopes and the value for their money.  Ultimately there is a diverse set of reasons why the visitor did 
their favorite activity in Montana and it is clear that each visitor is unique.   
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Table 7:  Q1 – Open ended response to “Why did you do your favorite activity in MT and not elsewhere?” 
FAVORITE  
activity: 
ski/snowboarding  N 
FAVORITE 
activity: 
Scenic Driving  N 
FAVORITE 
activity: 
Recreational 
shopping N 
FAVORITE 
activity: 
Day hiking  N 
FAVORITE 
activity: 
Nature 
Photograph
y  N 
Big Sky  7  Drive thru 16 No sales tax 3 VFR 4 Yellowstone 3 
Uncrowded 6 scenic beauty 13 Good deals 3 Drive thru 2 VFR 3 
Value for money 6 VFR 8 Proximity 3 Glacier NP 1 Eagles 1 
Closest mountains/ 
driveable distance  5 Past resident 3 
Shop from 
Canada 3 
Only 
activity  1 Scenery 1 
Best snow 5 Business trip 3 Selection 2 Scenery 1 Drive thru 1 
Whitefish 5 Shopping 2 Dillon Patagonia  1 
Bozeman 
trails 1   
Great mtns. & 
terrain 4 Great people  2 Great people 1 
Business 
trip 1     
VFR 4 Best route 2 Bozeman Costco 1 Love MT 1     
People & staff 3 Drive to dine 1         
2nd home here 3 time available 1             
New experience 3 Glacier NP 1             
Vacation/business 3 Snowmobiling 1             
No comparison to 
other ski mountains 3 
Saw movie 
located in MT 1             
Bridger Bowl 2 Go to wedding 1             
Part of bigger trip 2 Explore 1             
Chalet size 1 Yellowstone 1             
Brag about where I 
skied 1 Billings airport 1             
Nat'l Parks nearby 1                 
Total comments 64  58  17  12  9 
Total respondents 47  47  11  12  9 
 
 
Quarter 2 Results 
 
Activities participated in by visitors during quarter 2 indicated slightly more active respondents than 
those in quarter 1.  Visitor groups averaged 4.4 activities (3.6 in quarter 1) during their stay in Montana. 
Forty-eight percent of the visitors did 1-3 activities and 45 percent participated in four to nine activities 
while in Montana.  
 
Table 8 (first column) shows the activities participated in by all visitors in Quarter 2. The second column 
shows what visitors said was their primary activity.  Scenic driving, car/RV camping, and attending a 
family event were the top three primary activities (circled).  The third data column shows the favorite 
activity of the visitors. Contrary to the primary activity, scenic driving, watching wildlife, and day hiking 
were the top three favorite activities (circled). The highlighted cells in the last column indicates more 
people said it was their favorite activity than said it was their primary activity.  
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Table 8: All activities participated in by Q2 respondents including their primary and favorite activity  
Quarter 2 Activities (N=548) 
All activities # 
of respondents 
Primary activity 
# of respondents 
Favorite activity 
# of respondents 
Scenic driving 370 161 167 
Watching wildlife 211 24 61 
Nature photography 193 18 23 
Day hiking 190 41 56 
Recreational Shopping 147 31 18 
Car/RV camping 146 55 28 
Visit other historical sites 126 20 11 
Dining as a special activity 91 5 5 
Visit local breweries 80 8 8 
Attend family event 71 49 19 
Visit museums 69 3 6 
Visit Lewis & Clark sites 61 3 4 
Visit hot Springs 59 8 5 
Visit Indian Reservations 51 2 1 
Fly fishing 41 10 17 
Birding 40 1 1 
View art exhibits 36 0 0 
Attend festivals/special events 36 3 3 
Visit ghost towns 34 1 2 
Attend/participate in a sporting event 31 19 3 
Visit farmers Market 29 3 0 
Other fishing 27 6 7 
River raft/floating 26 1 5 
Visit local distillery 23 0 0 
Visit dinosaur attractions 19 1 2 
Horseback riding 17 4 5 
Backpacking 16 4 2 
Rock hounding 16 1 1 
Canoe/kayaking 14 3 3 
Road/tour bicycling 12 7 6 
Motor boating 12 0 1 
Attend performing arts 12 1 3 
OHV/ATV 10 2 2 
Mountain biking 9 0 2 
Rock climbing 9 2 2 
Attend wedding 9 8 2 
Bicycling 8 0 1 
Golfing 8 3 4 
Motorcycle touring 8 6 6 
Ski/snowboarding 7 5 4 
Hunting 5 4 3 
Geocaching 4 2 2 
Snowmobiling 3 1 1 
Ice fishing 3 0 0 
Snowshoeing 2 1 0 
Cross country skiing 1 0 0 
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 A visual display of the top primary and favorite activities in Figure 4 shows that four of the top activities 
had more people saying it was their favorite over those who said it was their primary including, scenic 
driving, day hiking, watching wildlife, and nature photography.  
 
 
Figure 4:  Q2 Top primary and favorite activity 
 
Nearly half the quarter 2 visitors said their primary activity was because it was the purpose of their trip 
(Figure 5). The remaining reasons for it being their primary choice was because it was their only activity 
(16%), most frequent activity (14%) or how they spent most of their time (13%).     
 
When selecting why an activity was chosen as their favorite activity, more visitors once again said it was 
the purpose of their trip, but it was less than a quarter who indicated that reason (Figure 6).  There were 
a variety of reasons why an activity became their favorite. Fourteen percent said it was their most 
memorable activity. Thirteen percent said it was the place where they did the activity that made it their 
favorite.  Finally, 12 percent of visitors said it was the feeling or emotions they had with the activity, or 
who they did the activity with, or that it was the only activity they did so it was their favorite.     
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Figure 5: Q2 Reason for visitor’s primary activity Choice 
 
 
Figure 6:  Q2 Reason for visitor’s favorite activity choice 
Tables 9 and 10 display both the primary and favorite specific activities by the reason it was chosen.  
While “purpose of the trip” remained the top reason for most activities, those who said their primary 
activity was visiting other historical sites were more likely to say it was the only time or place they could 
do that activity.  Similarly, day hikers chose “the place” as the highest reason for making it their favorite.   
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Table 9:  Q2 Primary activity and characteristics 
Quarter  2  
Why primary activity 
Scenic 
driving 
(N=161) 
Car/RV 
camping 
(N=55) 
Attend 
family 
event 
(N=49) 
Day 
hiking 
(N=41) 
Recreational 
shopping 
(N=28) 
Watching 
Wildlife 
(N=24) 
Visit 
other 
historical 
sites 
(N=20) 
Purpose of my trip 38% 50% 77% 37% 46% 33% 31% 
How I spent most 
time 22% 13% 8% 17% 3% 0% 9% 
Most frequent activity 11% 24% 0% 33% 9% 26% 2% 
Favorite activity 4% 1% 1% 9% 6% 14% 9% 
Only activity 22% 12% 10% 3% 22% 23% 3% 
Only time and place 4% 0% 4% 1% 9% 3% 34% 
1st time participating 0% 0% 0% 0% 7% 0% 13% 
                
% who said both 
primary & favorite 61% 40% 35% 66% 50% 79% 40% 
 
 
Table 10: Q2 Favorite activity and characteristics 
Quarter 2 Why favorite 
activity 
Scenic 
driving 
(N=167) 
Watching 
Wildlife 
(N=61) 
Day 
Hiking 
(N=56) 
Car/RV 
camping 
(N=28) 
Nature 
Photography 
(N=23) 
First time participating 3% 0% 0% 2% 0% 
It's who I did activity with 5% 21% 20% 17% 9% 
It was the place 5% 10% 41% 15% 9% 
Feelings/emotions of activity 12% 28% 20% 2% 25% 
Most memorable activity 10% 31% 8% 2% 15% 
Purpose/reason for trip 22% 10% 6% 42% 30% 
How I spent most time 17% 0% 1% 7% 8% 
Most frequent activity 8% 1% 3% 1% 2% 
Only activity 19% 0% 2% 11% 2% 
            
Hired outfitter for activity? 4% 1% 0% 0% 0% 
Seasons willing to return           
Winter 13% 15% 22% 7% 42% 
Spring 59% 53% 57% 65% 63% 
Summer 64% 59% 85% 61% 71% 
Fall 67% 71% 75% 76% 87% 
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Interestingly, those visitors who chose wildlife watching as their favorite activity were more likely to say 
it was their favorite because it was the most memorable activity or the feelings emotions this activity 
brought to them (Table 10).  Combined, those two reasons were 59 percent of responses.  In all 
likelihood, the watching of wildlife was an activity with a surprise factor (the animal suddenly appeared), 
or it was an animal they had never seen before, making it very special and memorable to the visitor.    
 
Looking deeper into the top five favorite activities, we asked the quarter 2 visitors to tell us why they did 
their favorite activity in Montana as opposed to somewhere else. For those whose favorite activity was 
scenic driving, they said this because of the beauty of the state, because they were simply driving 
through, or that they were mainly here to visit friends or relatives and the driving was their favorite 
activity (Table 11).  
 
When explaining why they chose wildlife watching as their favorite activity in Montana, the top reason 
was because Montana actually has wildlife they can view (Table 11).  Visitors also mentioned specific 
places (Glacier and Yellowstone) as well as this was an activity they did while visiting friends or relatives 
in Montana.   
 
More visitors chose day hiking as a favorite activity in Montana because of Glacier National Park.  This 
was followed by hiking with the people they were visiting in the state and because of the scenery (Table 
11).   
 
For those who said nature photography was their favorite activity (Table 11), the wildlife followed by 
Montana’s scenery and landscape is why they did that activity in the state.  
 
Finally, in Table 11, when the favorite activity was fly fishing, the fact that Montana has the best fly 
fishing was top of the list but many people mentioned specific places as the reason they fly fished in 
Montana (e.g. Missouri River, Bull River, Cabinets, and Depuy Spring Creek).   
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Table 11:  Q2 - Open ended response to “Why did you do your favorite activity in MT and not elsewhere?” 
 
 
Favorite Activity: 
Scenic driving 
 
 
 
N 
 
Favorite 
Activity: 
Watch Wildlife 
 
 
 
N 
 
Favorite 
Activity: 
Day hiking 
 
 
 
N 
Favorite Activity:  
Nature 
Photography 
 
 
 
N 
 
Favorite 
Activity: 
Fly fishing 
 
 
 
N 
Scenic beauty 35 MT has wildlife 15 Glacier NP 13 Wildlife 5 Best fly fishing 5 
Drive thru 35 VFR 9 VFR 12 Scenery 4 Missouri River 4 
VFR 17 Yellowstone 9 Scenery 9 Landscape 3 River choices 2 
Best route 12 Glacier NP 4 Nat’l parks 4 Drive thru 3 Business 2 
Glacier NP 10 Natural beauty 4 Mountains 4 Explore place 3 2nd home 1 
Explore new place 10 Past resident 3 Drive thru 3 Bears 2 Recommended 1 
Yellowstone 7 Drive thru 3 Yellowstone 3 wolves 2 Cabinets 1 
Proximity 6 Mountains 3 Access trails 3 Natural scenery 2 Bull River 1 
Business 5 Scenic driving 3 Event 3 Last best place 2 Time of year 1 
Love MT 5 Open space 3 Waterfalls 2 Mountains 2 Depuy spr. creek  1 
Attend event 5 Recommended 2 Countryside 2 Lakes 2 VFR 1 
Past resident 3 Nat’l parks 2 New place 2 On itinerary 1 Family history 1 
Shopping 3 Hiking 2 
Recomm- 
ended 2 
Less 
development 1 Lots of fish 1 
Uncrowded 2 Business 1 2nd home 2 Ranches 1 Smith River 1 
Mountains 2 2nd home 1 Explore 2 Glacier NP 1 Past resident 1 
2nd home here 2 Indian history 1 Off season 1 Off season 1 Guide 1 
Rock hound 1 Mining history 1 Big skies 1 Event in area 1    
Flathead area 1 No population 1 Geography 1 ‘Cuz here 1    
Cute towns 1 Clean 1 Climate 1 Love MT 1    
Good roads 1 
Grander than 
Co & WY 1 
Past 
resident 1 Rivers 1    
Felt free 1 Discovery Ctr. 1 Quiet 1       
Speed limit 1    Hunt/gather 1       
Beartooth 1    Love MT 1       
Openness 1    Uncrowded 1       
Explore 1    ‘Cuz here 1       
Family history 1    Good maps 1       
Value for dollar 1    Repeat visit 1       
No sales tax 1             
 Total comments 171   70   78   39   25 
Total 
respondents 131   47   60   26   19 
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Quarter 3 Results 
 
Visitor groups in quarter 3 averaged 5.4 activities during their stay in Montana which is the highest 
number of activities of all four quarters.  Sixty-eight percent of the visitors did one to six activities and 29 
percent participated in seven to ten activities while in Montana.  
 
Visitors to Montana participate in a variety of activities as shown in the first column of Table 12.  Table 
12 also shows how many groups indicated each activity as their primary activity and their favorite 
activity (top three circled in both columns).  The highlighted cells in the last column indicates more 
people said it was their favorite activity than said it was their primary activity.  For example 142 people 
said day hiking was their primary activity, but 18 more people (160) said it was their favorite activity.  In 
all 22 different activities had more people saying it was their favorite than the number who said it was 
their primary activity in quarter 3.   
 
The most participated activities in quarter 3 were scenic driving, day hiking, watching wildlife, nature 
photography, and camping.  
 
Figure 7 displays the top primary activities based on the total number of respondents for each activity 
compared to how many said it was their favorite activity.   Scenic driving, camping, and day hiking top 
the list for both primary and favorite activities.  It also shows that of the top primary activities, day 
hiking, wildlife watching, nature photography, motorcycle touring, and fly fishing are more likely to 
become a favorite activity even if it wasn’t the top primary activity.  
 
Finally, we asked why visitors said an activity was their primary or favorite.  Figures 8 and 9 show the top 
reasons chosen.   
 
For nearly half of the visitors (47%), the activity was their primary one because it was the purpose of 
their trip (Figure 8).  After that, ‘How I spent most of my time’ and ‘It was the most frequent activity I 
did,’ came in as the next two reasons.  These are obviously very similar reasons so it is fair to say the 32 
percent of respondents did that activity the most while visiting Montana.      
 
Similarly, the highest reason for the favorite activity was ‘It was the purpose or reason for my trip’ (23%) 
(Figure 9).  This was followed by ‘It was the most memorable activity (18%), and ‘It was the 
feelings/emotions I had with the activity (15%), indicating that something new and different was felt 
during this favorite activity.  Finally, 13 percent indicated it was their favorite activity because of the 
place or location where they did the activity.  In the open ended responses, many people wrote about 
Glacier and the Going-to-the-Sun Road being a place and experience they can’t get elsewhere.  
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Table 12:  All activities participated in by Q3 respondents including their primary and favorite activity 
Quarter 3 Activities (N=1,025) 
All activities  
# of respondents 
Primary activities 
# of respondents 
Favorite activity # of 
respondents 
Scenic driving 681 232 224 
Day hiking 522 142 160 
Wildlife watching 502 34 79 
Nature photography 458 41 46 
Car/RV camping 374 142 86 
Recreational Shopping 309 46 18 
Visit other historical sites 259 35 24 
Visit museums 195 16 9 
Dining as a special activity 191 2 9 
Visit local breweries 174 1 5 
Visit Lewis & Clark sites 140 4 7 
Visit farmers market 135 1 1 
Attend family event 124 85 22 
Visit Indian reservation 116 1 1 
Visit hot springs 113 4 10 
View art exhibits 110 2 3 
Attend festivals/special events 106 20 9 
River raft/floating 94 8 22 
Birding 89 3 4 
Fly fishing 85 32 38 
Visit ghost towns 74 1 6 
Canoe/kayaking 64 6 11 
Horseback riding 60 5 13 
Bicycling 55 4 5 
Motor boating 55 6 6 
Motorcycle touring 47 31 32 
Visit dinosaur attractions 46 1 0 
Other fishing 45 3 9 
Attend/participate in sporting event 40 7 2 
Backpacking 37 11 4 
Golfing 37 13 11 
Rock hounding 36 2 4 
Attend performing arts 35 13 6 
Visit local distillery 35 1 1 
Attend wedding 33 2 1 
Mountain biking 27 2 9 
OHV/ATV 21 2 5 
Road/tour bicycling 18 1 2 
Geocaching 9 1 0 
Hunting 9 4 4 
Rock climbing 8 0 1 
Snowmobiling 6 0 0 
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Figure 7:  Q3 Top Primary and Favorite Activities  
 
 
Figure 8:  Q3 Reason for it being a Primary Activity 
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Figure 9:  Q3 Reason it was their favorite activity 
 
A further analysis into the reason a specific activity was deemed a primary activity showed that more 
people were likely to say it was the purpose of their trip, no matter what the activity was (Table 13).  
This tends to show that more people come to Montana with the primary reason of participating in that 
specific activity.  Nature photography was the only activity where a higher percent of the visitors 
actually said it was the ‘only activity’ they did.  Finally, four activities, motorcycle riding, fly fishing, day 
hiking, and wildlife watching had the highest percent of people who said it was both their primary and 
favorite activity.  This indicates the strength these activities have for the visitors in terms of memory for 
their Montana trip.   
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Table 13:  Q3 Primary activity and characteristics 
Quarter 3  
Why primary activity 
Scenic 
driving 
(N=220) 
Car/RV 
camping 
(N=135) 
Day 
hiking 
(N=137) 
Attend 
family 
event 
(N=77) 
Recreational 
shopping 
(N=41) 
Watch 
wildlife 
(N=31) 
Historical 
site visits 
(N=32) 
Nature 
Photo-
graphy 
(N=38) 
Motor-
cycle 
touring 
(N=30) 
Fly 
fishing 
(N=32) 
Purpose of my trip 32% 65% 31% 82% 41% 38% 40% 28% 78% 46% 
How I spent most 
time 32% 16% 20% 10% 10% 20% 23% 6% 7% 18% 
Most frequent 
activity 20% 8% 23% 1% 18% 31% 31% 22% 12% 16% 
Favorite activity 7% 6% 19% 3% 3% 11% 4% 7% 2% 16% 
Only activity 9% 4% 7% 3% 16% 0% 2% 37% 0% 4% 
Only time and place                     
                      
% who said both 
primary & favorite 61% 46% 70% 23% 38% 70% 52% 55% 88% 79% 
 
 
Table 14 identifies the reasons people chose an activity as their favorite.  This is where differences between activities start to show.  The top reason for both 
scenic driving and wildlife watching was that it was their most memorable activity.  Campers said it was because of the feelings and emotions they got from the 
activity.  Day hikers were the only people who were more likely to say it was the place where they did the activity while both motorcycle touring groups and fly 
fishermen/women said it was the reason or purpose of their trip.  However, of all the activities, only motorcycle tourers had more than half (58%) of their 
activity group agree on the reason.  All the other activities had a variety of reasons chosen as to what made that activity their favorite.   A further look into the fly 
fishing activity shows that they were more likely than all other activities to hire an outfitter (34%) and with that, 27 percent of them said the reason it was their 
favorite activity was because of who they did the activity with. It may be that the guide was who they were referring to when saying it was their favorite activity 
because of who they were with.   
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Table 14: Q3 Favorite Activities and characteristics  
Quarter 3  
Why favorite activity 
Scenic 
driving 
(N=216) 
Car/RV 
camping 
(N=77) 
Day hiking 
(N=154) 
Wildlife 
watching 
(N=78) 
Nature 
Photography 
(N=45) 
Motorcycle 
touring (N=32) 
Fly fishing 
(N=37) 
First time participating 1% 3% 1% 0% 3% 0% 2% 
It's who I did the activity with 9% 19% 10% 12% 15% 2% 27% 
It was the place 3% 7% 30% 4% 15% 2% 20% 
Feelings/emotions of activity 16% 45% 16% 33% 9% 5% 8% 
Most memorable activity 25% 1% 22% 34% 18% 16% 4% 
Purpose/reason for trip 19% 43% 15% 14% 9% 58% 37% 
How I spent most time 13% 14% 2% 2% 7% 8% 2% 
Most frequent activity 6% 0% 3% 1% 5% 0% 0% 
Only activity 7% 10% 3% 0% 19% 9% 0% 
         
Hired outfitter for activity? 1% 1% 6% 0% 3% 2% 34% 
Seasons willing to return        
Winter 19% 24% 12% 19% 36% 1% 16% 
Spring 43% 51% 47% 63% 58% 36% 49% 
Summer 74% 89% 89% 75% 78% 89% 85% 
Fall 59% 63% 64% 72% 68% 57% 77% 
  
 
Finally, we asked the quarter 3 visitors to tell us why they did their favorite activity in Montana as opposed to somewhere else. This was an open response 
question which was subsequently coded and categorized for ease of analysis. For those whose favorite activity was scenic driving, they said this because they 
were simply driving through, it was Glacier National Park, or the scenic beauty (Table 15).  If day hiking was their favorite activity, they did it in Montana because 
Glacier National Park is in Montana.  Montana has wildlife; that’s why they did their favorite activity in Montana. 
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Table 15:  Q3 - Open ended response to “Why did you do your favorite activity in MT and not elsewhere?” 
Favorite Activity: 
Scenic driving N 
Favorite 
Activity:       Day 
hiking  N 
Favorite Activity:  
Watch wildlife N 
Favorite Activity: 
Car/RV camping N 
Favorite Activity:    
Nature Photography N 
Favorite Activity:      
 Fly fishing N 
Favorite Activity: 
motorcycle 
touring N 
Drive thru 44 Glacier NP 60 MT has wildlife 23 Drive thru 15 Scenery 12 Best fly fishing 10 Proximity 5 
Glacier NP 31 Scenery 32 Yellowstone 14 VFR 8 Drive thru 8 VFR 6 Glacier NP 5 
Scenic beauty 31 VFR 25 VFR 10 Glacier NP 8 Glacier NP 7 River choices 4 Scenery 4 
VFR 22 Access trails 18 Scenery 9 Business 5 Wildlife 5 Love MT 2 Yellowstone 3 
Yellowstone 17 Mountains 10 opportunity 6 Best route 3 Yellowstone 3 Yellowstone 2 Great roads 3 
Explore  17 Yellowstone 9 GNP 5 1st visit 3 Business 3 Uncrowded 2 Mountains 3 
Past resident 8 Nat’l parks 8 Drive thru 4 Yellowstone 2 ‘Cuz here 3 Grand kids 1 1st time 3 
Proximity 6 Wildlife 8 Business 2 History 2 Landscape 2 Movie 1 VFR 2 
Business 6 ‘Cuz here 6 2nd home 1 Good camping 2 Scenery 2 Drive thru 1 Nat’l parks 2 
Mountains 6 1st visit 5 Past resident 2 Uncrowded 2 Memories 2 Beartooth 1 Beartooth 2 
Love MT 5 Event 5 ‘Cuz activity here 2 Past resident 1 Repeat 1 Lots of fish 1 Drive thru 2 
Free/peaceful 4 Drive thru 5 Love MT 1 Big skies 1 1st visit 2 Bighorn 1 Event 1 
Recommended 4 See glaciers 4 Cooler climate 1 2nd home 1 Friendly 1 Guide 1 Business 1 
Nat'l parks 4 Past resident 4 Meet people 1 Repeat 1 Glaciers 1 2nd home 1 Vacation 1 
Openness 3 Proximity 4 Big Sky area 1 Love MT 1 2nd home 1 Access 1 Past resident 1 
Little Bighorn 3 Return visit 4 Recommended 1 Grand kids 1 Proximity 1 Scenery 1 Forests 1 
Attend event 3 Landscape 4 Little Bighorn  1 Mountains 1 VFR 1 Reputation 1     
Shopping 3 Forests 4 Bison Range 1 Geography 1 Love MT 1 1st visit 1     
Historic places 3 Recommended 3 History 1 Wildlife 1 Mountains 1 Repeat 1     
2nd home 2 Climate 3 Scenic driving 1 Event 1     Lodge 1     
‘Cuz I could 2 Explore 3 Little devlp. 1 Fishing 1     Gardiner 1     
State parks 2 Share it  3 Show grandkids 1 Proximity 1             
Other* 16 Other** 22     Beartooth 1             
Total comments 242   258   89   63   57   41   39 
Total respondents 187   162   66   55   37   41   28 
*1 each: to see MT; only activity; western flavor; friendly; cooler; wildlife; uncrowded; family history; value for money; no sales tax; lakes; Flathead area; good roads; biome only in NW MT; childhood memories; fishing.  ** 
2 each: uncrowded; business; waterfalls; big skies; 2nd home; wide open; geology; rivers; lakes. 1 each: clean air; dino trail; relaxing; exercise; intact wilderness; friendly; new; geography; quiet; history; family history; best 
route; Glacier Guides.
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Quarter 4 Results  
 
During quarter 4, visitor groups averaged 3.9 activities during their stay in Montana, just slightly above 
the 3.6 average number of activities for quarter one.  Sixty percent of the visitors did one to three 
activities, and 30 percent participated in four to nine activities while in Montana.  
 
Table 16 (first column) shows the activities participated in by all visitors in Quarter 4. The second column 
shows what visitors said was their primary activity.  Scenic driving, attending a family event, and hunting 
were the top three primary activities (circled).  The third data column shows the favorite activity of the 
visitors.  The top three favorite activities (circled) were scenic driving, day hiking, and hunting. The 
highlighted cells in the last column indicates more people said it was their favorite activity than said it 
was their primary activity. In quarter 4, there were 15 activities where the favorite had more than the 
number who said it was their primary. For example, 35 people said day hiking was their primary activity, 
but 49 people (14 more people) said it was their favorite activity.   
 
The graphical display of the top primary and favorite activities is shown in Figure 10.  This shows that 
scenic driving, day hiking, and wildlife watching were activities where more visitors said it was the 
favorite but not necessarily their primary activity which is the same result for quarter 1.    
 
Figure 11 shows the responses of why an activity was chosen as their primary activity. For 50 percent of 
the visitors, the activity was their primary because it was the purpose or reason for their Montana trip.  
This was followed by 17 percent who said their primary activity was the only activity they did. The third 
highest reason was that it was their favorite activity.   
 
Figure 12 highlights why the visitor said it was a favorite activity.  This time, 28 percent said it was the 
purpose of their trip followed by 18 percent saying it was their favorite because of who they did the 
activity with in Montana.  Thirteen percent said it was their only activity and 10 percent each was 
because it was the most memorable, the feelings and emotions with that activity and the place was why 
it was their favorite.  
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Table 16:  All activities participated in by Q4 respondents including their primary and favorite activity 
Quarter 4 Activities (N=375) All activities # 
of respondents 
Primary activity 
# of respondents 
Favorite activity 
# of respondents 
Scenic driving 199 77 83 
Wildlife watching 121 10 25 
Day hiking 116 35 49 
Recreational Shopping 88 22 13 
Nature photography 81 4 9 
Dining as a special activity 71 4 8 
Visit other historical sites 64 6 7 
Attend family event 62 49 16 
Car/RV camping 60 23 15 
Visit local breweries 54 3 4 
Hunting 50 37 34 
Visit museums 50 1 1 
Visit Lewis & Clark sites 41 1 1 
View art exhibits 31 1 1 
Visit hot springs 31 4 5 
Visit farmers market 27 0 0 
Attend/participate in sporting event 26 15 5 
Fly fishing 26 12 11 
Attend festivals/special events 23 2 3 
Visit ghost towns 23 0 0 
Visit Indian Reservation 22 1 1 
Visit local distillery 22 0 0 
Visit dinosaur attractions 15 1 1 
Ski/snowboarding 14 3 4 
Birding 13 0 0 
Other fishing 12 1 1 
Golfing 9 4 4 
Bicycling 8 0 0 
River raft/floating 8 0 0 
Rock hounding 8 0 4 
Canoe/kayaking 7 0 1 
Attend wedding 6 5 0 
Backpacking 6 0 0 
Cross country skiing 6 1 1 
Snowmobiling 6 0 2 
Attend performing arts 5 0 0 
Horseback riding 5 3 3 
OHV/ATV 5 0 1 
Snowshoeing 5 0 0 
Rock climbing 3 0 0 
Geocaching 2 1 1 
Motor boating 2 0 0 
Motorcycle touring 2 0 0 
Mountain biking 2 0 1 
Road/tour bicycling 2 0 1 
Ice fishing 1 0 0 
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Figure 10:  Q4 Top primary and favorite activity 
 
 
 
Figure 11: Q4 Reason for visitor’s primary activity choice 
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Figure 12:  Q4 Reason for visitor’s favorite activity choice 
 
 
A further analysis into the reason a specific activity was deemed a primary activity showed that more 
people were likely to say it was the purpose of their trip for five of the top six activities (Table 17).  This 
tends to show that more people come to Montana with the primary reason of participating in that 
specific activity.  Day hiking was the only activity where a higher percent of the visitors actually said it 
was their favorite activity plus their primary (88% said this).   
 
 
Table 17:  Q4 Primary activity and characteristics 
Quarter 4 
Why primary activity 
Scenic 
driving 
(N=70) 
Family 
event 
(N=49)  
Hunting 
(N=37) 
Day 
hiking 
(N=34) 
Car/RV 
camping 
(N=23) 
Recreational 
shopping 
(N=22) 
Purpose of my trip 30% 89% 93% 25% 54% 32% 
How I spent most time 27% 6% 0% 8% 16% 3% 
Most frequent activity 15% 0% 0% 2% 0% 22% 
Favorite activity 4% 1% 5% 47% 5% 7% 
Only activity 23% 3% 2% 18% 26% 31% 
Only time and place 0% 1% 0% 0% 0% 2% 
1st time participating 0% 0% 0% 0% 0% 4% 
              
% who said both primary & favorite 77% 36% 85% 88% 50% 57% 
 
 
2%
4%
6%
10%
10%
10%
13%
18%
28%
0% 5% 10% 15% 20% 25% 30%
First time participating in activity
Most frequent activity
How I spent most of my time
It was the place where I did the activity
Feelings/emotions I had with activity
Most memorable activity
Only activity I did
It was who I did the activity with
It was the purpose of/reason for my trip
Q4: Visitor Reason it was their Favorite Activity
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Table 18 identifies the reasons people chose a specific activity as their favorite.  The top reason for four 
activities (scenic driving, hunting, attending a family event, and camping) was that it was the purpose of 
their trip.  Day hikers were the only people who were more likely to say it was the place where they did 
the activity while wildlife watchers said it was their most memorable activity.   A further look into the 
hunter activity shows that they were more likely than all other activities to hire an outfitter (7%) vs five 
percent of wildlife watchers who hired an outfitter.   
 
 
Table 18: Q4 Favorite activity and characteristics 
Quarter 4  
Why favorite activity 
Scenic 
driving 
(N=74) 
Day 
hiking 
(N=49) 
Hunting 
(N=34) 
Watch 
wildlife 
(N=25) 
Attend 
family 
event 
(N=16) 
 
Car/RV 
camping 
(N=15) 
First time participating 0% 4% 0% 0% 9% 0% 
It's who I did activity with 24% 13% 18% 10% 35% 0% 
It was the place 5% 24% 5% 12% 0% 20% 
Feelings/emotions of activity 7% 18% 8% 20% 10% 5% 
Most memorable activity 6% 14% 2% 31% 0% 0% 
Purpose/reason for trip 26% 0% 67% 14% 36% 50% 
How I spent most time 12% 11% 0% 3% 0% 0% 
Most frequent activity 0% 3% 0% 10% 0% 0% 
Only activity 21% 13% 0% 0% 11% 25% 
            
Hired outfitter for activity? 0% 4% 7% 5% 0% 0% 
Seasons willing to return           
Winter 31% 34% 28% 29% 57% 27% 
Spring 58% 46% 15% 47% 71% 64% 
Summer 64% 69% 18% 86% 81% 39% 
Fall 73% 44% 85% 61% 67% 87% 
 
  
Finally, we asked the visitors to tell us why they did their favorite activity in Montana as opposed to 
somewhere else.  Table 19 displays the coded categories of their open ended responses by favorite 
activity.  For quarter 4, for those whose favorite activity was scenic driving, their reason was because 
they were simply driving through, or it was the beauty as they drove or visiting friends/relatives in 
Montana.  Hunting as a favorite activity shows the most variety in reasons why they did this activity in 
Montana. The amount and quality of game was the main reason followed by the fact that they did this 
activity with family or friends who live in Montana.  But, the reasons also included the amount of public 
land, their proximity to living near Montana, they simply like hunting here better than other states, or 
even the access they have to lands through families they know here.     
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Table 19: Q4 - Open ended response to “Why did you do your favorite activity in MT and not elsewhere?” 
Favorite activity:  
Scenic driving 
N 
Favorite activity: 
Hunting 
N 
Favorite 
activity: Day 
hiking N 
Favorite activity: Watch 
wildlife 
N 
Drive thru 27 Quality/lots of game 9 VFR 12 Drive thru 8 
Scenic beauty 12 VFR 6 Drive thru 2 Where we were 2 
VFR 10 Public lands 3 Glacier NP 2 Yellowstone 2 
Business 6 Proximity 3 Yellowstone 1 2nd home 1 
Event 3 Like it 3 Open space 1 Open spaces 1 
Explore 3 Family access 3 Scenery 3 Friendly 1 
2nd home 3 Family history 2 ‘Cuz here 4 Low Cost of living 1 
Best route 2 Friend knows area 2 Business 5 Low taxes 1 
Proximity 2 Outfitter 2 Mountains 1 Good state conservation 1 
Past resident 1 Scenery 2 Landscape 1 Natural beauty 1 
Love MT 1 Private land access 2 New place 2 MT has wildlife 1 
Wildlife 1 Repeat 2 Grand kids 1 Paradise Valley 1 
No traffic 1 Got tag 1 Exercise 3 Past resident 1 
History 1 Past resident 1 Pristine 1 Love views 1 
Mountains 1 Desire to hunt MT 1         
1st time 1 Great pheasants 1         
Vacation 1 Wild place 1         
‘Cuz here 1 Familiar with area 1         
Just being in Mt 1 Love NE MT 1         
10 commandments 1 Love MT 1         
    Friendly 1         
    Lots to do 1         
    CMR 1         
    Affordable 1         
    Own property 1         
    Uncrowded 1         
    Hunter friendly state 1         
 Total comments 79   54   39   23 
Total respondents 71  30  30  20 
 
 
Comparison: Promoted Activities to Actual Visitor Activities 
 
One purpose of this study was to look at the activities CVBs and travel regions in Montana promote and then compare it 
to the visitors’ responses of the types of activities they actually do while in Montana.  We compare these by quarter 
even though the CVBs and regions were asked to tell us the activities they promote by season.  We equate winter with 
quarter 1, spring with quarter 2, summer with quarter 3, and fall with quarter 4 in this report.   
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Tables 20-23 show the top ten activities for each quarter that are promoted (column 1) and participated in by visitors 
(column 2).  The top ten primary and favorite activities are listed in columns three and four. The shaded activities in 
column 1 are also shaded in the other three columns if there is a match.  
 
The second column for each quarter could be equated to being Montana’s mass tourism activities.  In other words, most 
visitors during each quarter would participate in one or more of those activities listed in column two.  The third column 
becomes the ‘driver column’ or what brought them to the state.  The fourth column is the ‘experience column’ or the 
favorite and memorable activities.  As shown throughout this report, the columns do not completely match within each 
quarter and show some stark differences throughout.   
 
Starting with quarter 1 (Table 20), we see that five of the top 10 activities marketed by Montana’s promotional entities 
are in the top 10 activities actually engaged in by visitors. That doesn’t mean the other five are not being participated in 
by visitors during quarter one, but these are not the top activities.  Three activities (ski/snowboarding, shopping, and 
breweries) are promoted by Montana entities, are activities participated in by the masses, and are both a primary and 
favorite activity.  There could be a marketing connection:  ski during the day, visit local breweries and shop at night (if 
the stores are open). Snowmobiling is a marketed activity but is more niche than the others as it is not participated in by 
the masses.  But, those who do snowmobile say it’s both their primary and favorite activity.    
 
 
 
Table 20: Q1 Comparison of promoted activities to actual visitor activities 
Top 10  
Promoted activities 
Top 10 Activities 
participated in by visitors 
Top 10  
Primary activity of visitors 
Top 10  
Favorite activity of visitors 
Ski/snowboarding Scenic driving Scenic driving Scenic driving 
Snowmobiling Recreational shopping Ski/snowboarding Ski/snowboarding 
XC skiing Watching wildlife Recreational shopping Recreational shopping 
Ice fishing Ski/snowboarding Attend family event Nature photography 
Snowshoeing Special dining Nature photography Attend family event 
Shopping Day hiking Car/RV camping Day hiking 
Dining Nature photography Events Watching wildlife 
Art/culture/history Breweries Snowmobiling Snowmobiling 
Breweries Attend family event Day hiking Breweries 
Museums/galleries/theater Visit historical sites Breweries Hunting 
 
 
 
 
Looking at quarter 2 (Table 21), we see that five of the top 10 activities marketed by Montana’s promotional entities are 
in the top 10 activities actually engaged in by visitors. Similar to quarter 1, that doesn’t mean the other five are not 
being participated in by visitors during quarter 2, but these are not the top activities.  Four activities (day hiking, 
shopping, watching wildlife, and scenic driving) are promoted by Montana entities, are activities participated in by the 
masses, and are both a primary and favorite activity.  Fly fishing is a promoted activity but is more niche than the others 
as it is not participated in by the masses (column 2). People who fly fish are more likely to say it’s both their primary and 
favorite activity.    
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Table 21:  Q2 Comparison of promoted activities to actual visitor activities 
Top 10  
Promoted activities 
Top 10 Activities 
participated in by visitors 
Top 10  
Primary activity of visitors 
Top 10  
Favorite activity of visitors 
Hiking Scenic driving Scenic driving Scenic driving 
Bicycling Watching wildlife Car/RV camping Watching wildlife 
Fishing/fly fishing Nature photography Attend family event Day hiking 
Dining Day hiking Day hiking Car/RV camping 
Shopping Recreational Shopping Recreational shopping Nature photography 
Watching wildlife Car/RV camping Watching wildlife Attend family event 
Bird watching Visit other historical sites Visit other historic sites Recreational shopping 
Scenic driving Dining as a special activity Events Fly fishing 
Snowmobiling Visit local breweries Nature photography Visit other historic sites 
Museums/galleries Attend family event Fly fishing Visit local breweries 
 
 
Displayed in Table 22 are quarter 3 activities. We see that six of the top 10 activities marketed by Montana’s 
promotional entities are in the top 10 activities engaged in by visitors.  As in the other quarters, that doesn’t mean the 
other four activities are not being participated in by visitors during quarter 3, but these are not the top activities.  Unlike 
the other quarters, only two of the promoted activities (hiking and camping) actually show up in all four columns: 
activities participated in by the masses, and are both a primary and favorite activity.  Fly fishing is a marketed activity but 
is more niche than the others as it is not participated in by the masses (column 2). People who fly fish are more likely to 
say it’s both their primary and favorite activity. River rafting/floating is marketed but only shows up as a favorite activity 
suggesting it isn’t a mass activity and isn’t a primary activity for the visitor, but it truly becomes a favorite activity once 
the visitor experienced it. Finally, wildlife watching is a marketed activity, mass activity, and a favorite activity but not a 
primary activity.  For most folks they likely came to Montana for other things, but when that bear, wolf, mountain goat, 
or bighorn sheep make its presence known to the visitor, the experience and memory become the favorite of the entire 
trip.   
 
 
Table 22:  Q3 Comparison of promoted activities to actual visitor activities 
Top 10  
Promoted activities 
Top 10 Activities 
participated in by visitors 
Top 10  
Primary activity of visitors 
Top 10  
Favorite activity of visitors 
Hiking Scenic driving Scenic driving Scenic driving 
Fishing/fly fishing Day hiking Day hiking Day hiking 
Biking Wildlife watching Car/RV camping Car/RV camping 
Rafting/floating/boating Nature photography Attend family event Watching wildlife 
Camping Car/RV camping Recreational shopping Nature photography 
Festivals Recreational Shopping Nature photography Fly fishing 
Watching wildlife Visit other historical sites Visit other historical sites Motorcycle touring 
Boating/boat tours Visit museums Fly fishing Visit other historical sites 
Shopping Dining as a special activity Motorcycle touring River rafting/floating 
Ziplines  Visit local breweries Visit museums Attend family event 
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Finally, quarter 4 activities are presented in Table 23.  We see that seven of the top 10 activities marketed by Montana’s 
promotional entities are in the top 10 activities actually engaged in by visitors. This is the highest match between the top 
10 promoted activities and what visitors actually participate in of all four quarters.  Three activities (day hiking, 
shopping, and scenic driving) are promoted by Montana entities, are activities participated in by the masses, and are 
both a primary and favorite activity.  Two activities (hunting and fishing) do not appear as mass visitor activities but 
show up both as a primary and favorite activity which may be one of the best examples of a small niche activity that 
provides both a reason to come to Montana and an experience to remember.  This is the only quarter where dining is 
marketed, is participated in by the masses in the top 10 and appears in the top 10 of favorites.  It is very likely that 
holidays (Thanksgiving, Christmas, and Hanukkah) are the reasons it became a favorite.  
 
 
Table 23: Q4 Comparison of promoted activities to actual visitor activities 
Top 10  
Promoted activities 
Top 10 Activities 
participated in by visitors 
Top 10  
Primary activity of visitors 
Top 10  
Favorite activity of visitors 
Fishing Scenic driving Scenic driving Scenic driving 
Hiking Wildlife watching Attend family event Day hiking 
Hunting Day hiking Hunting Hunting 
Museums/culture/galleries Recreational Shopping Day hiking Watching wildlife 
Biking Nature photography Car/RV camping Attend family event 
Shopping Dining as a special activity Recreational shopping Car/RV camping 
Food/dining Visit other historical sites Events Recreational shopping 
Breweries/distillery/spirits Attend family event Fly fishing Fly fishing 
Fall colors Car/RV camping Wildlife watching Nature photography 
Scenic driving Visit local breweries Visit other historical sites Dining as a special activity 
 
 
Summary, Conclusions & Recommendations 
 
Summarizing the quantity and diversity of the data presented in this report is daunting.  So, rather than summarizing 
everything that is here, we decided to comment on the aspects that stood out to us or raised additional questions and 
thoughts.    
 
First of all, most activities that are marketed by Montana’s tourism promotional organizations (CVBs and travel regions) 
are participated in by visitors.  It is important that a visitor knows of all the possible activities one could do in Montana 
and this is what they have accomplished.   
 
Second, there are some activities participated in by visitors that do not and should not get promoted – family events.  
Yet, these activities bring people back home who then participate in a multitude of activities while visiting their family 
and friends.  Montana is a wonderful place to ‘come back to.’  Many times other events are promoted and people come 
to the event because they have family or friends to visit at the same time.  This symbiotic relationship is important to 
Montana and the events themselves.  Look at these events as Montana’s ambassador tools!  
 
Third, browse through the tables of coded comments (Tables 7, 11, 15, & 19) of why visitors did their favorite activity in 
Montana.  Leave out the ‘obligatory’ reasons such as VFR, driving through, 2nd home, shopping, proximity, and business 
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comments and you start to see what Montana means to these visitors through their eyes and their favorite activity.  A 
snapshot of each quarter’s activities provide the following as favorite and memorable experiences:  
 
Best snow 
I can brag about where I skied 
Uncrowded 
Mountains and terrain 
Incomparable 
Glacier NP 
Yellowstone NP 
Openness 
Natural beauty 
Grander than CO and WY 
Great access to trails 
Abundant trails 
Waterfalls 
Off season  
Bears & wolves 
Choice of rivers for fishing 
Quality of fly fishing 
Guides who ‘make’ it memorable 
Viewable wildlife 
Cooler climate 
Photographer’s landscape 
Montana’s Land ethic 
Public lands availability 
Freedom 
Natural and cultural history 
Quantity & quality of wildlife  
 
The above is an example of what visitors remember about Montana.  These are what visitors talk about, share on social 
media, and hope to come back to see and experience again.  
 
Fourth, if one looks at the favorite activities – those activities that meant more to the visitor – you can see a theme.  
Scenic driving, day hiking, fishing, hunting, watching wildlife, nature photography, car/RV camping, and 
skiing/snowboarding all require a land conservation ethic to keep these activities strong and available.  As some visitors 
wrote in their responses, the reason it was their favorite activity is because Montana HAS wildlife (and it’s viewable as 
well as huntable).  Montana HAS two amazing national parks (unique to the country).  Montana HAS a diversity of 
landscapes worth driving through and photographing.  Montana HAS the best fly fishing in the US. Montana HAS access 
to hiking trails in incredible mountains.  It is important to Montana economically to protect these treasures that bring 
new and repeat visitors to our state.  Is it time for the conversation about tourism and conservation to take place?  We 
think so.  Too much is at stake if we do not start this discussion in a serious fashion.  
 
Finally, what is interesting is the likely conundrum surrounding where the dollars come from for these marketing 
campaigns (bed tax) and the activities.  Camping is considered an activity for visitors but spending time in a hotel is not. 
Yet the majority of the dollars come from hotel bed tax collections. Camping is but a small contributor to the overall 
collections.  However, people don’t usually travel to spend a night in a hotel.  They travel for experiences. The hotel is 
like food…a must for enjoying the overall trip.  Without the diversity of experiences available, hotels would find it harder 
to be successful.   
 
So, why mention this?  There are a number of activities that fit into an overall ‘mass tourism’ experience: eating, 
drinking, driving (hopefully not in that order), sleeping, and shopping.  Of those, sleeping, driving and drinking have sales 
taxes applied to those experiences.  Unless it is a resort tax, dining out and shopping are mostly exempt from taxation.  
From a policy standpoint, it seems that Montana and communities large and small could gain financially by instituting a 
sales tax on the purchase of certain goods and the purchase of services like dining out.  Some might say to include other 
services such as guided trips, museum entrance fees, concert tickets and the like to the tax idea.  These types of taxes 
could be nonresidents’ contribution to Montana’s general fund with possibly some dollars dedicated to land and water 
conservation.  With the decline in the extractive natural resource tax collections, maybe is now the time for the rest of 
the tourism related businesses to step up to the plate?   
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Appendix A:  Pilot Survey instrument 
 
Pilot survey NONRESIDENT Panel 
This survey is related to your most recent trip in Montana.  We are interested in the activities you did while visiting the 
state.  The survey should take you between four and seven minutes to complete.   
 
What state, province or foreign country are you from? 
 MT county?   
 
What were the purposes of your most recent trip to Montana?  (Select all that apply) 
 (1) Vacation/recreation/pleasure 
(2) Visit friends/relatives/family event 
(3) Just passing through 
(4) Shopping 
(5) Business/convention/meeting 
(6) Other (medical, visit schools, etc.) 
 
What time frame was that most recent trip (check only one)? 
____January, February or March 
____April, May or June 
____July, August or September 
____October, November, or December 
 
On that trip, please check all the activities you participated in while in Montana. 
 (Please "X" all that apply.) 
Car/RV camping 
Day hiking 
Backpacking 
Horseback riding 
Nature photography 
Hunting 
Birding 
Wildlife watching 
Bicycling 
Mountain biking 
Road/tour bicycling 
Geocaching 
Rock climbing 
OHV/ATV 
Motorboating 
Canoeing/kayaking 
Ice fishing 
fly fishing 
Other fishing 
River rafting/floating 
Golfing 
Sporting event 
Motorcycle touring 
Rockhounding 
Snowmobiling 
Skiing/snowboarding 
XC skiing 
Snowshoeing 
Scenic driving 
Recreational shopping 
Dining 
Dinosaur attractions 
Attend a wedding 
Attend festivals/events 
Attend performing arts 
Visit farmers market 
Visit Indian reservations 
Visit Lewis & Clark sites 
Visit other historical sites 
Visit museums 
Visit local brewery 
Visit local distillery 
View art exhibits 
 
Of the above list of activities you selected, please select your PRIMARY activity? 
 
When thinking about your primary activity selection, how did you define ‘primary’ in your mind? 
It was the most frequent activity I did 
It was my favorite activity I did 
It was the first time I had participated in that activity 
Other (please specify________________________________________) 
 
Why did you do  _(Primary activity)____ in Montana?   (open ended) 
   
If you couldn’t do  _(Primary activity)_ in Montana, what other places can you get that same experience?  
      
In summary, would you say that _(Primary activity)_was your primary driver for that trip in MT?  If not why?  
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Pilot Survey RESIDENT Panel 
Think of a trip in the past year that was at least 50 miles from home but still in Montana.  What was the purpose of that 
trip?  (Select all that apply). 
(1) Vacation/recreation/pleasure 
(2) Visit friends/relatives/family event 
(3) Just passing through 
(4) Shopping 
(5) Business/convention/meeting 
(6) Other (medical, visit schools, etc.) 
 
What time frame was that most recent trip (check only one)? 
____January, February or March 
____April, May or June 
____July, August or September 
____October, November, or December 
 
On that Montana trip, please check all the activities in which you participated.  
Car/RV camping 
Day hiking 
Backpacking 
Horseback riding 
Nature photography 
Hunting 
Birding 
Wildlife watching 
Bicycling 
Mountain biking 
Road/tour bicycling 
Geocaching 
Rock climbing 
OHV/ATV 
Motorboating 
Canoeing/kayaking 
Ice fishing 
fly fishing 
Other fishing 
River rafting/floating 
Golfing 
Sporting event 
Motorcycle touring 
Rockhounding 
Snowmobiling 
Skiing/snowboarding 
XC skiing 
Snowshoeing 
Scenic driving 
Recreational shopping 
Dining 
Dinosaur attractions 
Attend a wedding 
Attend festivals/events 
Attend performing arts 
Visit farmers market 
Visit Indian reservations 
Visit Lewis & Clark sites 
Visit other historical sites 
Visit museums 
Visit local brewery 
Visit local distillery 
View art exhibits 
  
Of the above list of activities you selected, please select your PRIMARY activity? 
 
When thinking about your primary activity selection, how did you define ‘primary’ in your mind? 
It was the most frequent activity I did 
It was my favorite activity  
It was the first time I had participated in that activity 
Other (please specify________________________________________) 
 
 
Why did you do  _(Primary activity)____ in Montana?   (open ended) 
   
If you couldn’t do  _(Primary activity)_ in Montana, what other places can you get that same experience?  
      
In summary, would you say that _(Primary activity)_was your primary driver for that trip in MT?  If not why?  
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Appendix B:  Activity Survey Insert with nonresident survey  
 
 
 
 
 
 
Focusing in on Activities...
This additional insert about activities will help us understand your travel in Montana better. 
Think about THIS trip IN Montana.
1) Please check all of the activities you participated in while IN Montana on THIS trip. 
Outdoor Land-based Recreation Activites 
(1) Car/RV Camping
(2) Day hiking
(3) Backpacking
(4) Horseback riding
(5) Nature photography
(6) Hunting
(7) Birding
(8) Watching wildlife
(9) Bicycling
(10) Mountain Biking
(11) Road/tour bicycling
(12) Geocaching
(13) Rock climbing
(14) OHV/ATV
(15) Golfing 
(16) Motorcycle touring
(17) Rock hounding 
(18) Scenic driving 
Water-based Activities 
(19) Motorboating
(20) Canoe/kayaking
(21) Fly fishing
(22) Other fishing
(23) River raft/floating
(24) Visit hot springs 
Winter Activities 
(25) Snowmobiling
(26) Ski/snowboarding
(27) Cross country skiing
(28) Snowshoeing
(29) Ice fishing 
Cultural or Art Activities 
(30) View art exhibits 
(31) Attend festivals/special         
l      events
(32) Attend performing arts
(33) Visit farmers market
(34) Visit Indian reservations
(35) Visit Lewis & Clark sites 
(36) Visit other historical sites
(37) Visit ghost towns 
(38) Visit museums
(39) Visit local brewery
(40) Visit local distillery
(41) Dining as a special              
l       activity 
Other Activities
(42) Attend/participate in         
l      sporting event
(43) Recreational shopping
(44) Visit dinosaur attractions
(45) Attend a wedding 
(46) Attend a family event         
l      (e.g., reunion) 
2) Of the activities you selected in the above question, please write in the number for your 
PRIMARY activity (choose one).
3) What made it your primary activity (choose one)? 
It was the purpose of/reason for my trip.
It was how I spent most of my time.
It was the most frequent activity I did. 
It was my favority activity I did.
It was the only activity I did.
It was the first time I had participated in that 
activity.
It was only offered in that place or at that time.
4) Did you hire an outfitter/guide for this primary activity? Yes No
5) In what seasons would you consider coming back to MT to participate specifically in your primary activity? 
(Select all that apply.)
None Winter Spring Summer Fall
6) What was your FAVORITE activity you did in Montana? (This may or may not be the same as 
your primary activity.) Please write in the number from the activity list in Question 1 (choose one). 
7) What made it your favorite activity? (Select all that apply.)
(1) It was the first time I had participated in that       
l    activity.
(2) It was who I did the activity with that made it       
l    my favorite.
(3) It was the place where I did the activity.
(4) It was the feelings/emotions I had while                
l    participating in that activity.
(5) It was the most memorable activity during my   
l     Montana trip.
(6) It was the purpose of/reason for my trip.
(7) It was how I spent most of my time.
(8) It was the most frequent activity I did.
(9) It was the only activity I did.
8) Choose the one main reason it was your favorite activity. Please write the number for that reason :
9) Did you hire an outfitter/guide for this favorite activity? Yes No
10) In what seasons would you consider coming back to MT to participate specifically in your favorite activity? 
(Select all that apply.)
None Winter Spring Summer Fall
11) Why did you participate in that favorite activity in Montana as opposed to somewhere else? 
12) Please indicate your level of agreement with each of the following statements:
Montana means a lot to me.
Strongly 
disagree Disagree Neutral Agree
Strongly 
agree
I get more satisfaction out of doing my favorite activity in Montana 
than any other place.
I identify strongly with Montana.
I am able to substitute other places for the type of experience I get 
doing my favorite activity in Montana.
I enjoy my favorite activity in Montana more than any other place.
I have a special connection with Montana.
Doing my favorite activity in Montana is more important than doing 
that activity anywhere else. 
I am very attached to Montana. 
13) In what other seasons would you consider returning to Montana? 
None Winter Spring Summer Fall
14) Please share any other comments about the activities you participated in while on your trip in Montana. 
